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During the war and in the immediate postwar period 
anybody could sell merchandise, for we were then in a 
sellers’ market. There was a much-greater demand for 
merchiandise than there was supply; salesmanship con- 
sisted of mere order taking. How different things are 
becoming now. We are rapidly skidding into a buyers’ 
market, where the customer is supreme and competition 
scvere. Some 500,000 veterans are opening up new stores. 
Indeed, there are already more stores in our country 
than at any other time in the nation’s history. Special 
sales are finding their way into the newspapers, some of 
which proclaim: 50 per cent slashes in prices. but many 
consumers are delaying purchases with the hope of still- 
lower prices. 

‘To move goods from now on will require better sales- 
manship. Department stores and chains keenly appre- 
ciate this fact. They definitely plan to spend .6 of one 
per cent of net sales more on training salespeople than 
they did in prewar days. 

And little wonder, as the table below indicates. Indeed. 
as Professor O. P. Robinson of New York University 
says, “Not more than one out of four retail salespeople 
can give intelligent merchandise advice to consumers.” 
My own studies bear him out. Yet before the war 40 per 
cent of the merchandise in stores moved into the hands of 
customers because of the direct influence of salespeople. 
If salespeople were now better trained, far more goods 
would be in the process of being sold. 


RELATIVE EFFICIENCY OF SALESPEOPLE IN FOUR 
DEPARTMENT STORES, 1946 
r—— Percentage of Salespeople—, 
Store A Store B Store C — D 


Prompt approach 90 82 
Pleasant approach 100 
( 
’ 








Courteous approach 100 
Businesslike approach 











Adequate knowledge of merchandise 


Using reverse-English method 
Using “Yes, but’’ method 
Using reverse-position method 
“Jsing superior-point meth 

Using question method 














Closing sales by summation method 
Closing sales by “Yes” method ...........--.-- 
Closing sales by presentation of alterna- 
tives . 
Closing sales by suggesting decision . 
Closing sales by assuming decision 10 





Suggesting purchase of additional 
ag oe Be 20 20 





Sales training does count. This may be observed if one 
looks around in nearly any store with ten or more em- 
ployees. You will find the most-efficient, best-trained 
salesperson selling twice the goods that the least able is 
selling. This point can best be driven home by concrete 
examples. One insurance company had 1,500 salesmen. 
It fired 1.000 and trained the remaining 500. The result 


was that the 500 sold more insurance than the 1,500 prior 
to the training. Stores have doubled their sales after 
training their salespeople. In the East some department 
stores permit their best-trained salespeople to circulate 
throughout the diiferent departments. These experts sell 
in some cases 600 per cent more merchandise than the 
regulars, who in some instances have been selling more 
than 20 years in their departments. i 

But what is meant by expert, efficient salesmanship ? 
It means the effective employment of a few techniques 
in selling. Among these techniques are: (1) a favorable 
approach; (2) an adequate knowledge of merchandise : 
(3 ) proper selling appeals; (4) ability to answer effec- 
tively common objections to buying; (3) capacity to 
close sales effectively ; (6) ability to suggest effectively, 
yet inotiensively, the purchase of additional merchan- 
dise; and (7) capacity to leave satisfied customers. 

Let us briefly consider these points. First, a favorable 
approach consists of a good salutation, promptness, 
courteousness, and pleasantness. The salesperson should 
approach the customer promptly but not pounce upon 
him, and put him at ease. Whatever the salesperson is 
doing, unless he is waiting on another customer, he 
should drop it when a customer appears and promptly 
approach him. If he is waiting on another customer, he 
should recognize the second comer with a smile and “I'l! 
he with you in a moment.” Promptness in the approach 
is significant, because more people quit trading at stores 
because of tardy approaches than any other reason. 

The salesperson should approach the customer pleas- 
antly, meet him with a pleasant and sincere smile and a 
greeting indicating a desire to serve. Some retailers think 
smiling so important that they guarantee smiles by their 
salesp2or‘e. One such retailer gives the purchase free if 
the customer claims the salesman never smiled while 
waiting upon him. Another merchant gives a dollar’s 
worth of savings stamps to the patron who failed to draw 
a smile from any of his salespeople. Other retailers teach 
salespeople how to smile. And still other merchants fire 
their nonsmiling salespeople. 

Every salesperson should approach the customer cour- 
teously. Courteousness should be exhibited in manners, 
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(These estimates have been prepared by Sales Management, and are reprinted because they are of interest to many businessmen of the state w 


OREGON'S BUYING POWER“ 





r—— Estimated Population—1/1/47—~\ - 


Total 
(in 
thousands) 


17.2 
11.5 


initia Gof 
Counties—C ities tate 








S&S 
— 
——s 





Corvallis 
Clackamas 
Oregon City 


Clatsop 
4 

















NO = WG a~m 
NSO SYP @OPN 





Ww 














Curry 
Deschutes 
Bend 
Douglas 
Roseburg 
Gilliam 
Grant 
Harne 
Hood River 
Jackson 
Mediord 


Jefferson 
O hi 











NrwSOwo 


- Co DD 
ONin WwmNASMNoDNUNIOY SDOONAYW SCOUONOOMN UVOUAAN SRONDAOHO YUAN 




















— Se 








be 





Grants Pass 
Klamath 


Klamath Falls 
Lake 














Lane 


Eugene 








Lincoln 
Linn 
Albany 
Malheur 
Marion 
Salem 
Morrow 

















a>OeMKe De HON We 
N FOSUNSS ONYK SONNY AOOSUN 








Multnomah 
Portland 
Polk 


=a) 





a> > 








Sherman 
Tilla mate 
Umatilla 
Pendleton 
Jnion 
La Grande 
Wallowa 
Wasco 


The Dalles 


Washington 
Wheeler 
Yamhill 

State Total 














wesw 0) OC 











a 











> 





MN NEFOAONNSNRrOMW 


) 








— 
LS) 
wn 
ea) 


t Withheld to avoid disclosure. 





Estimated Retail Sales—1946 
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speech, and actions. Even a failure to recognize the cus- 
tomer’s interests is discourteous. If the customer wants 
high quality, play that aspect up, not price. Discourteous- 
ness tends toward insults and an insult kills sales. A 
salesman should be courteous first, last, and all the time. 

The customer should be approached by the salesman 
in a businesslike manner. He should stick to serving the 
customer, not wander off on his own personal experi- 
ence which has no relationship to the selling incident. 
Such wanderings become irrelevant chatter that kills 
sales. A topnotch salesman has refined salutations like: 

‘May I serve you?” “May I help you?” “Good morn- 
ing.” ‘“Good afternoon.” “How do you do, Mrs. Blank?” 
“It will be a pleasure to serve you.” “May I be of service, 
sir?” ““May I assist you?” “I shall be pleased to serve 
you.” “Have you been served?” “Are you receiving at- 
tention?” 


It is likewise important for the salesperson to have an 
adequate knowledge of merchandise. He must know: 
(1) The origin of his goods; (2) of what they are made; 
(3) their characteristics ; (4) their uses; (5) their loca- 
tion; (6) their services; (7) their price lines; (8) and 
how they can best be cared for when not in use. 

The expert salesman also knows what selling appeals 
to use and when to employ them. Here are effective sell- 
ing appeals that generally get results: 

(1) It is profitable. (2) It has utility. (3) It saves 
time. (4) It is recommended by others. (5) It is a 
friend’s suggestion. (6) It is easy to get. (7) It is the 
easiest thing to do. (8) It does not cost much. (9) It 
would be pleasant. (10) It would be useful. (11) It 
would protect. (12) It is made by a first-class firm. (13) 
It is fashionable. (14) It has good quality. (15) It can 
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will outlast many other kinds that are thicker but not so 

hard. The native hardness of this wood makes it possible 
to make it thin. Yet it will wear well.” 

The “reverse-position attack” means that the sales- 

ra , en man asks the customer to explain in detail the objection, 

ate ee ee a ee thus putting the patron on the informative side: Custom- 

lars) —— er: “IT am afraid this floor covering will fade.” Sales- 
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essmen of the state who might not otherwise see them.) 
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be bought on credit. (16) It has a guarantee. (17) Im- 
portant persons buy it. 

Topnotch salesmen overcome consumers’ objections 
to buying by the “reverse-English attack” ; the “Yes, but 
device”; the “reverse-position attack”; the “superior- 
point method”’; and the “‘question device.” 

The “reverse-English attack” turns the objection into 
a selling point : Customer: But this aluminum frying pan 
is too thin.” Salesman: You are right; it is thin. How- 
ever, that is the very reason it is such a good buy. Light- 
ness in weight makes for easy handling. And that’s its 
best quality. It is less tiring to handle.” 

The “Yes, but” method presents another angle from 
another viewpoint: Customer: “This plywood is so thin, 
I do not think it will wear well.” Salesman: “You are 
right ; the wood is thin. But, if you will note the hard- 
ness of this wood, you will appreciate the fact that it 


man: “Very likely you know a great deal about the ten- 
dency of floor coverings to fade. I want to know more 
about it myself. Just why do you think it will fade?” 

The “superior-point method” admits the validity of 
the objection, but calls attention to some offsetting supe- 
rior point or points: Customer: “I don't like the looks of 
these garden gloves.” Salesman: “They aren’t beautiful. 
However. when you consider the high quality of the 
ieather, how weil they fit you, and the low price, the 
gloves are a real buy.” 

Through the “question device” the salesperson over- 
comes the objection by asking the customer a question 
which when answered overcomes the obstacle: Custom- 
er: The price of this kit of tools is too high. I can pur- 
chase them much cheaper elsewhere.” Salesman: “I 
notice that vou have a first-class car. Why didn’t you buy 
a car in a lower price line?” Customer: | wouldn't feel 
right riding in a cheap car.” Salesman: “It’s the same 
with tools. To be sure, you can buy less-expensive ones, 
poor-quality ones, but you wouldn’t feel right working 
with them. Besides, in the end, the less-expensive ones 
would cost you more. Quality is remembered long after 
price is forgotten.” 

But it is not enough for the salesperson to answer all 
the common objections to buying which the customer 
raises. He must effectively close sales unoffensively. 
This, the artist does by employing one of five funda- 
mental methods: (1) the summation device, (2) the pre- 
sentation of alternatives, (3) suggesting a decision, (4) 
assuming a decision, and (5) the “yes” method. 

By the summation device, the salesman sums up the 
sales points which the patron has approved, but leaves 
out those he has disapproved. For example, after the 
salesperson has made his talk and the customer has ap- 
proved the following points, the salesman says: “This 
hammer is full nickel-plated, is made of crucible steel, 
faces and claws are tempered just right, and the handle 
is put in with iron wedges so that it will not come loose. 
It is just the hammer for you.” 

In presenting alternatives, the answer to either 1s usu- 
ally “yes.” To illustrate, “Do you prefer the long- or 
short-handled spade?” “Do you wish to take it with you 
or do you prefer to have it delivered?” “Do you wish 
to pay cash or have it charged ?” 

In suggesting a decision the salesman might ask, “ How 
many ten-penny nails do you want? Will ten pounds be 
enough? Do you want them delivered today °” 

In assuming a decision, the salesperson might say, “I 
am sure you will get many miles out of this tire.” “I am 
certain your wife will be pleased with this broom.” Or 
begin writing up the order. 

The “yes” method of closing might be illustrated as 
follows: Salesman: “You like wall paper made of first- 
quality material ?” Customer: “That’s right.” Salesman: 





4 OREGON BUSINESS REVIEW 





“Then you want wall paper that is gray?” Customer: ] 
do.” Salesman: And you want wall paper with a figure 
on it like this?” Customer: “That’s right.” Salesman: 
“Finally you want a wall paper in this price line?” 
Customer: “Yes, I do.” Salesman: “Now that is exactly 
why you need this wall paper. It is made of first-class 
material, it is the right color, it has a beautiful figure, and 


it is the price you wish to pay.” Customer: “T’ll take it.” 
After the sale is made, the salesman should suggest 
the sale of additional related merchandise. Ninety per 
cent of the customers expect this. The salesperson should 
not disappoint them. 
linally, the salesman should thank the customer, bid 
him goodby and invite him back again. 





CURRENT BUSINESS TRENDS IN OREGON 


BANK DEBITS 


Bank debits represent the dollar value of the checks drawn against individual bank deposits. Approximately 90 per cent of all goods, property, and 
services is paid for by check. Bank debits are regarded as indicators of the g:neral trend of business, though their value for this purpose may be impaired 
by substantial changes in the general level of prices. The Bureau of Business Research collects bank debits from 92 banks and branches monthly. On 
occasion, the tutals for the same month in different issues of the Revicu are not directly comparable because of necessary adjustments in basic data. 


N ater of 
anks 
Marketing Districts Reporting 
Oregon 87 


Portland (Portland, Hillsboro, Oregon City, etc.) 
Lower Willamette Valley (Salem, McMinnville, etc.).............. 
Upper Willamette Valley (Albany, Corvallis, Eugene, etc.).... 
North Oregon Coast (Astoria, Tillamook, etc.) 


Debits 
June 1947 


$826,390,486 
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61,775,125 


Debits 
May 1947 


$827,412,328 
531,888,429 
216 
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June 1946 
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17,771,177 ry tht. 
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Douglas, Coos Bay 
Southern Oregon (Ashland, Medford, Grants Pass) 


Upper Columbia River (The Dalles, Hood River, etc.)............. 


Pendleton area 








Central Oregon (Bend, Prineville, Redmond) 





Klamath Falls, Lakeview area 





Baker, La Grande area 





WARRADUBAOSS 


31,092,213 
14,796,384 
16,542,817 
12,840,289 
24,573,685 
15,067,618 

7,655,027 


17,097,934 1 


36,370,662 
13,628,451 
17,968,819 
12,852,542 
24,290,898 
14,689,937 

7,319,865 


,032,912 
26,984,721 
12,782,807 
14,364,272 
10,238,757 
20,008,204 
12,104,692 


es 
+n. “IO & Unwe tt 


—15.2 
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Burns, Ontario, Nyssa 5,943,174 


BUILDING PERMITS 


Building permits give an indication of building operations planned rather than actual construction under way. Care must be taken, in interpreting 
these data, to allow for the lag which may elapse between the issuance of the permit and the beginning of actual construction. The data have been 
collected by the Bureau of Business Research. 


New New Additions, Alterations 
Residential Nonresidential & Repairs Totals Totals Totals 

June 1947 June 1947 June 1947 June 1947 May 1947 June 1946 
Astoria , $ 5 $ 80,140 $ 39,925 
Bend.... 89,165 83,030 
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Grants Pass 
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$3,504,101 
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PORTLAND RETAIL SALES 


| 1947 5 Mo., 1947 May 1947 
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Kind of Business May 1946 5 Mo., 1946 Apr. 1947 Kind of Business 
Total 23 5 Automotive group 
Food group 7 Motor-vehicle dealers 
Grocery and combination stores 
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Lumber-building-hardware group 
Lumber-building materials dealers 
Heating-plumbing equipment dealers .... 
Hardware stores 





Eating and drinking places 


General-merchandise group 
Department stores 
Dry-goods & general-merchandise stores 
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